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Vancouver, British Columbia change agents (n=38), early adopters (n=78), late adopters (n=68), and reluctant adopters (n=43). Also, compulsive buying tendency scores were divided into two groups (high/low) based on median (.68). MANOVA with fashion adoption groups and gender as independent variables, and tendency to regret and compulsive buying tendency as dependent variables was significant [F(6, 438)=5.86, p<.000] and [F(2, 218)= 5.288, p<.006 ]. ANOVA as a follow-up procedure revealed differences among the fashion adoption groups in tendency to regret (p<.000). Change agents scored highest on tendency to regret followed by early adopters, late adopters and reluctant adopters. There were differences among the four groups in compulsive buying tendency (p<.003). Reluctant adopters had the least compulsive buying tendency differing significantly from change agents, early adopters and late adopters. H1 and H2 were supported. ANOVA showed that women scored higher than men on tendency to regret (p<.003). Men and women did not differ on compulsive buying tendency. H3 was supported, but not H4. Those who scored high (vs. low) on compulsive buying scored higher on tendency to regret. H5 was supported. Discussion & Implications: Findings of this study support that in post-purchase evaluation, earlier fashion adoption groups (vs reluctant fashion adoption group) had a greater tendency to regret and were more likely to have compulsive buying tendency. Women had a greater tendency to regret than men. Those who scored higher (vs. lower) on compulsive buying had a greater tendency to regret. Results provide new implications to researchers and practitioners. From a research viewpoint, results make a significant contribution to fashion adoption group literature by discovering differences in post-purchase evaluation and compulsive buying tendency. Further, results can provide insights to clinical psychologists for treatment of compulsive buying behaviors focusing on the role of tendency to regret. For further research, it would be meaningful to investigate a wider variety of post-purchase behavior among fashion adoption groups. Finally, it would be noteworthy to examine fashion adoption groups' postpurchase and compulsive shopping behavior within and across cultural contexts.
